The main purpose of the article is to provide the literature of anti-consumerism with a model, as well as a fresh definition of anti-consumption, based on the research findings. The study utilizes the grounded theory methodology developed by Glaser & Strauss (1967) and the causative, teleological, and behavioral nature of anti-consumerism are presented with the qualitative model. The findings show that there are no noticeable differences among Turkish anti-consumerists in terms of philosophy, values, and ideology. However, it was observed that individuals display different amounts of anti-consumerist behavior in varying degrees of intensity. When the reasons for anti-consumption are examined, it has been found that these reasons can be divided into three kinds-personal, social, and societal. Another finding is that the anti-consumerist transformation conforms to the development tasks described by Havighurst (1972) . Young individuals trying to fit in with the dynamics of the social group also try to find their own unique identities with teachings and awareness on macro and micro scales, eventually turning into anti-consumerists.
Introduction
In the last five years, movements such as Occupy Wall Street, the Arab Spring, Brazil and Gezi Park protests and the Umbrella Revolution have revealed the existence of specific groups that oppose the systems of questionable ethical value. These groups sometimes rise up to save trees sacrificed for the construction of a mall; sometimes to protest against the rising public transportation fees; and sometimes to occupy spaces belonging to the 1% who are thought to be the rulers of the capitalist world. According to Kozinets & Handelman (2004, p. 691) , the common enemy of these diverse groups seems to be the authoritarian regimes, capital systems that value material gain over public, and sometimes the very concept of a consumer society. And the consumer movement, an important part of these protests, seems to target large corporations and their collaborators rather than careless consumers (Tiemstra, 1992; Gabriel & Lang, 1995) .
Many social scientists, sociologists in particular, have perceived consumption to be a negative phenomenon, frequently underlining that a consumer society is comprised of individuals duped by the consumption system. Baudrillard's (1995, p. 98) following quote effectively summarizes sociology's perception of consumption, or rather, influencing and inciting role of consumption: "The consumer society is actually a process of learning about consumption and societal preparation for consumption." According to critical sociologists, while fulfilling needs is an objective necessity, ethical problems may arise when it comes to wants. Elements such as luxury consumption, inconspicuous consumption, identity consumption/symbolic consumption, and extravagance are classified as wants rather than needs. A few think that such consumptions make social relationships superficial and create inequality between individuals, sometimes making life less meaningful. And principal instruments responsible for the creation of these desires-in other words, manufacturing consent-are thought to be the media and big companies (Herman & Chomsky, 1988 ).
2007; Firat & Venkatesh, 1995; Cova & Pace, 2006) . Bugra (2010, p. 31) says that even inconspicuous consumption should not be considered illogical and that this concept could be a latent human need that provides happiness to the consumer. To marketing, the individual chooses the product that provides the highest value, which will be equal to the difference between concrete and abstract benefits and the cost (Kotler & Keller, 2011, p. 10) . Many authors claim that the perceived value by the individual is directly proportional to quality and service performance and inversely proportional to price, but this is not always how it works in practice. Sometimes, consistent with the rule of scarcity, a rare product may sell for very high prices; the value the consumer gets from this product is a feeling of "exclusivity". In fact, prices rising beyond affordability may be an important criterion for the consumer. And the creation of such a desire has been one of the most favored strategies of marketing professionals in the last 40 years.
While different disciplines view the phenomenon of consumption positively or negatively, this study focuses on a unique group of consumers that oppose the ethically-questioned sides of consumerism, namely anti-consumerists. The study aims to provide a road map for many disciplines, including marketing, by revealing the transformation processes, anti-consumerist behavior and underlying purpose of this group that claims to provide a critical perception to modern consumer society.
The Vague and Sometimes Faulty Nature of Anti-Consumerism
Empirical studies regarding the concept of anti-consumerism are rare in the literature and have been conducted by a limited number of research centers so far, which means that the resources of scientific study are inadequate in terms of content and variety. Multidimensional generic concepts like tightwadism are treated as anti-consumerism in dissertations (see Nepomuceno, 2012) , while sampling cannot be done accurately as existing definitions and classifications in the literature are not sufficiently comprehensive (see Eksi, 2012) . For example, Cherrier (2010) , an expert on anti-consumerism, presents hoarding behavior as anti-consumerism. However, when the discourse of some of the participants in her research is examined, it can be observed that some participants, rather than hoarding products to share with others or for personal use, form an obsessional relationship with objects, therefore focusing on consumption. Chatzidakis & Lee (2012) prefer selective consumption to be put in the realm of consumption, distancing this concept from the literature on anti-consumerism. However, selective consumption, as a concept involving both rejection and substitution and a strong sense of opposition, deserves to be classified as anti-consumerist behavior. Moreover, the fact that substitution is not always practical or economic provides further evidence of a strong sense of opposition on the consumer's part. It is also observed that value typologies in the literature have no empirical equivalent (see Iyer & Muncy, 2009; Cromie & Ewing, 2008) . Even Solomon (2013) with consumer behavior expertise, equates anti-consumerism with discursive political consumerism, which shows that the concept has not been adequately understood in the scientific world.
Some fundamental definitions in the literature also create confusion. Zavetovski (2002, p. 121 ) defines anti-consumerism as "a resistance to, distaste of, or even resentment of consumption." Then, is it anti-consumerist behavior if a consumer refuses to buy a green product just because she hates nature? Penaloza & Price (1993, p. 123) define this term as "resistance against a culture of consumption and the marketing of mass-produced meanings." In this case, does it mean that the consumption of fair-trade products as a culture of consumption, especially in several European countries, cannot be seen as anti-consumerist behavior? Anti-consumption is also considered a sub-branch of political/ideological consumerism as it enables consumers to "express their values, ideas, beliefs, and overall identities" (Cherrier & Murray, 2007) . Then does it mean that anti-consumerism and symbolic consumption have the same meaning? Even if all these definitions are combined to form one single definition, it still does not come close to explaining the concept of anti-consumerism. Anti-consumerism was evaluated by Basci (2014) using an interdisciplinary approach, and the question of what constitutes anti-consumerist behavior was asked by him. Basci (2014, p. 162) uses the following criteria to bring light to anti-consumerist behavior:
(1) A non-consumption, reduction-of-consumption, or selective-consumption initiative is a prerequisite for the qualification;
(2) Such a deed must have a link to a societal and systemic problem on the local and/or global scene (e.g., reducing the level of consumption due to environmental problems, economic injustice, social discrimination, unethical marketing, or a hegemonic culture); (3) The practitioner of this act should be aware of why she acts the way she does-being anti-something, after all, requires a sense of awareness; minimized due to economic crisis) is not anti-consumption; and (5) The purchasing behavior should be carried out by the consumer in a rational manner; reactionary/impulsive purchases should not exist or should be kept to a minimum. These details provided lead to the following definition of anti-consumerism: the non-consumption, reduction-of-consumption, or selective-consumption act that has a rational and ethical link to a societal and systemic problem on the local and/or global scene (Basci, 2014, p. 162) .
Method
When it is widely accepted that mainstream consumption shapes an important part of today's society, it can be assumed that anti-consumerists exist only as a small group on the fringes of society. In order to understand who these individuals really are and to reveal their inner workings and behavior, the use of a qualitative method is deemed necessary. An inclusive and explanatory model regarding anti-consumerism could not be found in international or national literature. The creation of such a model through inductive reasoning appears to be required. The modeling of anti-consumerist behavior built on collective values may be achieved through the middle-range theory modeling proposed by sociologist Robert K. Merton. Glaser & Straus (1967) state that the best method for middle-range theories is grounded theory. Therefore, the study utilizes the grounded theory methodology developed by Glaser & Strauss (1967) , and the explanatory patterns of anti-consumerism are presented with a qualitative model.
As Creswell (2008, p. 432) explains, grounded theory is used when the researcher needs a broad theory or explanation of a process. Grounded theorists work to explain a process in all its parts. This process is a series of activities and continued interactions between people (Strauss & Corbin, 1998) . Researchers using this methodology make use of many qualitative research techniques and tools such as observations, interviews, participant diaries, and memos. In-depth interviews are the most important research technique used, because face-to-face interviews provide the most in-depth data regarding personality, ideology, and behavior (Charmaz, 2000) . In grounded theory, face-to-face interviews are usually called interactive interviews, and are classified as unstructured (Goulding, 2002, p. 59) . Data gathering has a zigzag pattern in this methodology. Interviews and other methods ensure a constant flow of data to the researcher and data are subjected directly to analysis without delay and are constantly compared. Initial data labels are called open codes that are grouped under different categories. A core category is chosen among these and the modeling is achieved based on this core category. In order to ensure objectivity, the researcher should proceed to a detailed literature review only after the analyses are completed (Charmaz, 2006, p. 6) . However, some experts find it necessary to conduct a preliminary review to check the suitability of the chosen methodology with the subject at hand (Goulding, 2002, p. 115) . The author of this study conducted a preliminary literature review before the research, identifying definitional criteria on anti-consumption by examining definitions and typologies. The author, having attended courses, seminars, and classes in the past, acquired expertise in qualitative research methodologies.
In the first stage of the interview, the researcher posted an invitation of participation on February 10, 2014 in a group called I Shall Not Consume (Tüketmeyeceğim) on Facebook. This Facebook group had been created on June 17, 2013 by a user and had 9,080 members as of December 1, 2014. The researcher is also a group member. On different dates, ten individuals volunteering to take part in the study joined the group called Qualitative Research_I Shall Not Consume (Nitel Araştırma_Tüketmeyeceğim) created by the researcher on February 10, 2014. The researcher posted the research questions to this group between February 10 and March 10, 2014, ensuring in the process that all participants answer every single question. At the next stage of the research study-as required by the research methodology (Charmaz, 2006, p. 18 )-different participants, believed to be informed and experienced in anti-consumerism, representing different generations and living in crowded cities (therefore exposed to marketing and consumerism) were selected and data were gathered. These participants were chosen according to definitional criteria laid out in the literature section. Two participants not fulfilling the criteria for anti-consumption were not included in the research.
• During the course of the research, 15 face-to-face and online interviews were conducted with 14 participants (see Table 1 ) in Turkish cities, including Istanbul, Ankara, Izmir, Eskisehir, and Manisa. These interviews were recorded with a digital recording device. The total length of the recordings is 32 hours 18 minutes and 5 seconds. The transcriptions of the said recordings are 714 pages long (A4 paper size, Times New Roman 12 pt and single spaced).
• Living spaces of two participants were photographed following interviews conducted in their homes, while another participant shared photos of her living space over Facebook following the researcher's request.
• Two participants answered Q&A surveys over Facebook following the interviews, and data were obtained. ijms.ccsenet.org International Journal of Marketing Studies Vol. 8, No. 5; 2016 • Written answers of participants were selected from the online focus group in the Facebook group
Qualitative Research_I Shall Not Consume. Participants not included in the online focus group were sent the questions by e-mail and interviews were conducted if they fit the necessary criteria.
• Three extant texts posted by two participants in the Facebook group were included in the data analysis.
• Personal blogs of two participants were examined and their blog posts regarding anti-consumerism were included in the analysis as extant data.
• Additional questions after the interviews, in keeping with the requirements of the methodology, were asked comparatively over Facebook and e-mail, and written responses were obtained from the participants. 
Results
All the data gathered were analyzed using the NVivo 8 software to create the final model. While the data gathered on the initial stages (Phase 1 and 2 on Figure 1) were coded using open coding, selective coding was used on the later stages of the study. The coding was modified or transformed comparatively with each new piece of data. Diversity of the elements and sub-elements was ensured with new data. The research was terminated when patterns emerged and data saturation was reached. Following the completion of the processes of research and analysis, the results were validated by consulting academicians who are experts of marketing and qualitative research, thereby ensuring methodological and contextual validity. The entire data gathering and coding process is shown in Figure 1 . Figure 1 . Data gathering throughout the research and the stages of data analysis Consent letters regarding participation were obtained from the participants. Moreover, aliases were used to describe the participants as required by the rules of ethical conduct. In the first two months of the research, "anti-consumerist transformation" was selected as the main theme. It was noted that anti-consumerism is not an innate concept and that anti-consumerists had consumerist tendencies in their youth, especially under the influence of reference groups. Moreover, the need to categorize anti-consumerist transformation into two groups, micro context (minds and social experiences of anti-consumerists) and macro context (their conception of the country they live in and of the world in general), emerged. The contexts contribute to the transformation process, at the end of which the individual begins to name herself an anti-consumerist and starts living accordingly.
The initial analysis revealed a concept so far unknown in the literature: "indirect consumption behavior". This concept describes the contributions, sharing, and investments of the individual to the original source (the self), her social circle, to human beings, and other living creatures, to the environment and the future. Additionally, individual and collective production activities are also classified within this concept, because the individual spends time, money, and energy, either alone or as a part of a group and during these production activities, producing qualitative products as a result. The emerging model is shown in Figure 2 and all elements of this model are presented along with participants' statements, starting with the Anti-Consumption Behavior Module. 
Section E-Direct Consumption (Intensive Rational Shopping)
Direct consumption describes the purchase of goods and services by individuals to meet their own needs, as well as the needs of their social circle. When anti-consumerists' shopping habits are examined, it can be said that these individuals consume products based only on their needs and ethical wants, showing no interest in elements considered to be non-essential or non-ethical. The first step of intense rational shopping is the emergence of a need. At this stage, the individual may prepare for the act of shopping by identifying her needs, making a list and a plan.
[ Sometimes the decision-making process for the anti-consumerist is particularly slow-going and the decision to purchase an item may take a very long time to make.
I do not let myself be influenced by myself or others. I do not purchase anything until I come up with an honest answer regarding whether I need that item or not. I never hurry when I buy something, which is why I prefer to go shopping on my own. (Ayse, Extant text) Believe me when I say that it took a long time for me to decide to buy [this coat I am wearing]. I bought a coat for the first time in a decade. (Zerrin, Interview)
The anti-consumerist knows what she expects from a product before the act of purchase and conducts a search for an item that specifically meets her criteria. The criteria usually involve utility, good value, practicality, ethics, esthetic taste, a risk-free nature, and hedonic needs. Anti-consumerists seem to take relatively a long time to make a decision and consider many factors before purchasing a product. Especially participants having a lot of time and limited financial means tend to wait a long time before making the decision to buy higher-priced items. 
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Section F-Indirect Consumption
The concept of indirect consumption is the contributions, transfers, help, and investment of the anti-consumerist to herself, people she knows and loves (the social circle), and other elements of the planet by spending material, time and energy. Individual and collective production is also classified as indirect consumption since by using material, time and energy qualified products are produced by the anti-consumerists. The anti-consumerists seem to have an aim of improving all aspects of the life through indirect consumption. 
Section G-Non-consumption or Reduction of Consumption
One of the most common behaviors of anti-consumerists is the effort to eliminate or reduce consumption. Non-consumption means not using a branded or generic product for ethical reasons, not wasting time and energy or the individual protecting her and others' health, quality of life, and psychological well-being, while reduction of consumption is the individual's tendency to save, to minimize the negative effects it has on life and living a simpler life with fewer products. The third type of non-consumption or reduction of consumption is boycotting.
Boycotting is conducted by anti-consumerists against specific firms and brands that are at the center of ethically questionable production and that cause systemic problems. 
Section D-Goals of Anti-Consumerism
The goals of anti-consumerism can be classified in three groups: (1) personal goals, (2) social goals and (3) societal and global goals. Personal goals are goals that only concern the individual, yet they are closely related to the questioned marketing and consumption systems. Personal goals include protecting one's self against the system, raising one's quality of life, avoiding being deceived by the system and having access to preferred products that are in line with an anti-consumerist philosophy. Social goals are related to the people close to the anti-consumerist (the social circle). The three types of social goals observed are the following: (1) protecting the members of the social circle and improving their quality of life, (2) transforming the members of the social circle and thus enabling them to contribute added values, and (3) socializing with the members of the social circle, anti-consumerist or otherwise. Societal and global goals are goals that aim to support global elements (people, other living creatures, the environment and culture) as well as carrying out social justice. Anti-consumerists often emphasize these goals in addition to their personal and social goals. 
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Section A-Anti-Consumerist Transformation
The anti-consumerist transforms into one as a result of many factors. Influences on a macro and a micro scale cause the individual to undergo a transformation. The transformed individual seems to step into a unique life where there is no going back.
I always used to shop in malls, you know, at Adidas or Nike. That is what I knew because they were more easily accessible, and of course there is the brand obsession. Then I found out about local markets. Now I can say that I would never pay over 5 Turkish Liras for a t-shirt. (Zerrin, Interview) Once you become a vegetarian and start using vegan products, your way of thinking is transformed. You adopt a different lifestyle. (Recel, Written answers) As I became an adult and became aware of social events, my behavior changed in that way. I can't say that I had a breaking point, but I can say that I became more focused in the last year or so, after the Gezi Park protests. (Esra, Written answers)
Section B-The Micro Context of Anti-Consumerist Transformation
The micro context of anti-consumerist transformation refers to the individual's own mind and its relation with the social circle. Many different factors such as personality, responsibilities brought on by certain life stages (aging, getting married, having children, retiring, etc...), increasing awareness, minimization, and responsibilities resulting from education and experience seem to act as the spark for the transformation to occur. When patterns are analyzed, the common personality traits of the participants seem to be awareness, subtleness, valuing personal development, and conscientiousness. It can be said that awareness gained through different life stages causes an individual to seek a simpler lifestyle. It was observed that anti-consumerists continue expecting things from life even at a later stage, so the simplification process is not a process of giving up on life with age, but rather an active process of reclaiming life. 
Section C-The Macro Context of Anti-Consumerist Transformation
The macro context of anti-consumerist transformation explains the personal perceptions regarding the discipline of marketing, the phenomenon of consumption, and the intrinsic dynamics of the country and the world. It was observed that the life experiences of the participants in Turkey and their general conceptions regarding life abroad (through trips, relatives, friends, etc...) had an important role in shaping their goals and practices of anti-consumerism. Findings based on the data provided by the participants may be listed as follows:
The participants say that they consistently stay away from desires and practices that are frequently ethically questioned. The participants are not interested in passing trends and go only for products that meet their own esthetic criteria. The views of the participants are consistent with the complex esthetic tastes described by Maslow (1943) , the natural esthetic tastes described by Bourdieu (1984) and the concepts of tastes of the cosmopolitan man as outlined by Holt (1998) . Anti-consumerists appear to be cultured individuals with original esthetic tastes who can create their own fashions. The subjects of the created model, urban anti-consumerists, appear to be interesting, lively, and active individuals who have intense relationships with life, wishing to satisfy their hedonistic and self-development needs.
The participants make rational and consistent purchases, staying away from products they do not need. Anti-consumerists place emphasis on functional features such as utility, good value, and practicality rather than the social symbols attached to a product (what it means for others). For them, the success of a product is directly proportional to how effective it is, how well it meets the needs and how well it performs on a cost-benefit analysis. The anti-consumerists have a very clear idea of what they want, go through a very thorough process of analysis, aim to obtain the maximum possible value out of the products they purchase and choose to return a product immediately if it does not meet their needs.
The concept of indirect consumption included in the anti-consumerism module requires the following modification to the strongest definition in the literature: "a non -consumption, reduction-of-consumption, selective-consumption, or indirect-consumption There are no noticeable differences among anti-consumerists in terms of philosophy, values, and ideology. However, it was observed that individuals display different amounts of anti-consumerist behavior in varying degrees of intensity. Thus, it may be concluded that there are differing degrees of anti-consumerism among these individuals. Participants also participate in non-consuming and reducing consumption in many different ways. These activities can exist on an individual or collective scale in keeping with the anti-consumerist activity typology developed by Basci (2014) .
When the reasons for anti-consumption are examined, it is found that they can be divided into three kinds (personal, social, and societal) . This outcome contradicts the findings of Cherrier, Black, & Lee (2011) that anti-consumerism is practiced to create a positive image. It was observed that in Turkey, the participants in the study do not think of anti-consumerism as a way to gain social status, and in fact sometimes feel the need to be discreet about their choice because of social pressure. An anti-consumerist individual may be called absurd, alien, strange, weird, old, conservative, or an activist by her social circle and may sometimes choose to hide her anti-consumerism because of this labeling. If an anti-consumerist's choice is perceived to be positive in her social circle that appears to be a consequence of her choice rather than a goal of anti-consumerism.
When the anti-consumerist goals and behaviors of the participants are analyzed as a whole, they appear to The emerging profile of an anti-consumerist differs greatly from the "materialist anti-consumerist" defined by Cherrier (2010) . Generally, anti-consumerists appear to be unique and mature individuals living their life in accordance with universal ethical principles and having a stance against any ideology that acts in an ethically-questionable manner. It was found that the anti-consumerist transformation conforms to the development tasks described by Havighurst (1972) . Young individuals trying to fit in with the dynamics of the social group also try to find their own unique identities with teachings and awareness on macro and micro scales, eventually turning into anti-consumerists. When the common personality traits (thriftiness, subtleness, caring about personal development, and conscientious) of anti-consumerists were analyzed, it was concluded that these individuals are not superficial, they pursue societal and universal goals, try to reach enlightenment by developing themselves in every way, and are kind-hearted. The trait of "awareness" cyclically helps the anti-consumerist analyze the inconsistencies in the culture they live in, while the trait of "personal development" helps them reach information at all time, thus creating awareness and critical thinking abilities. Subtleness and thriftiness mean to stay away from brands and luxury, while conscientiousness means to be involved with all kinds of anti-consumerist behavior including indirect consumption. This conscientiousness was not based on religious feelings or on other reward and punishment mechanisms (e.g., Islam or karma), but was found to have humanist and secular properties.
The anti-consumerist transformation life stage carries undeniable benefits for the individual. It appears to heighten awareness in important periods of life such as marriage, having children, and maturing with age or retirement. Awareness brought on by life stages are combined with personality traits and elements of the environment, resulting in anti-consumerism. It can be said that the individual is in constant data exchange with their environment during the anti-consumerist transformation process, which is an active, multifaceted, and increasingly intensive mechanism. Intense work experiences, trauma, and troubles associated with social life and financial problems help the anti-consumerist realize the importance of financial and human resources, as well as time, and this awareness acts as a facilitator in the transformation process. On a macro scale, economic/administrative/consumption models dominating the world, as well as Turkey, increases the anxiety level of the anti-consumerist and results in the intensified desire to and actions aimed at protecting oneself, loved ones/acquaintances, and all elements of the world. An increase in the anxiety levels seems to result in a decrease in spending for hedonistic reasons or on personal development.
It can be observed that anti-consumerists have unique conceptions of the ongoing marketing systems, work principles, consumption practices, economic situation, existing government types, and dominant sociocultural practices that are consistent with the existing literature on the subject. Briefly, the participants' perceptions appear to be based on reality and not on their imagination. Especially older participants who experienced in an era when there are not many brands seem to have internalized a philosophy of being content with little. However, anti-consumerists are unhappy with the flawed understanding of government, especially in Turkey, and that they display such behavior as indirect consumption and boycotting in reaction against systems that cause the depletion of human, animal, environmental, and cultural resources. Anti-consumerists fulfill their individual responsibility by carrying out actions that are, in reality, responsibilities of public institutions and political structures. Negative perceptions regarding Turkey and the world could result in anti-consumerists reducing their indirect consumption activities. Moreover, the individual may withdraw into herself trying to keep the world out. Ongoing faulty consumption practices and the economic and governmental chaos in the country have a negative effect on the hopes and expectations of anti-consumerists, generally creating an unhappy mood.
Regarding the restrictions encountered during the research process, grounded theory, a qualitative methodology, requires that because of its participant-based nature, the research includes fewer participants compared to other studies based on quantitative methodologies. Moreover, as anti-consumerism is usually embraced later in life, the researcher had a hard time reaching any members of Generation Y, while no anti-consumerists from Generation Z (people born in 1995 and after) were found. The participation of individuals from different generations may help enrich the model. Another limitation encountered during the research as the inability to observe the living environment of many of the participants. Therefore, limited data could be gathered regarding their lifestyle and environment. The resulting model does not mean to form a generalization about all anti-consumerists in Turkey, nor does it try to provide a comparison between the participants and anti-consumerists living outside Turkey. Anti-consumerists living abroad may continue their anti-consumerist behavior based on different goals and dynamics.
Discussion
Many scientists and thinkers think that the entire responsibility of consumption falls on the shoulders of businesses and their supporters. But, does the consumer have no responsibility? And should businesses not receive any credit for the products that make life easier, more developed, and better? For example, the Sony Walkman, designed by Sony for active young people (du Gay, Hall, Janes, Mackay, & Negus, 1997) , has helped relax with music, stay informed with cassette tapes, and simply made consumers feel better. In fact, many goods and services contribute to life in positive ways and make it more tolerable. This means that sometimes businesses and marketing teams do work for the good of consumers. The golden rule that anti-consumerists provide for business and marketing management is the necessity to concoct products in line with the principles of physical function, rational value, productivity, and ethical value as required by the notion of societal and sustainable marketing. To anti-consumerists, artificial image building and unethical promotion activities should be abandoned by the discipline of marketing. They frequently speak out against the fact that marketing experts sometimes try to reach consumers at inconvenient times with deceitful messages in order to sell the wrong products. A participant's statement that "they are everywhere all the time" clearly reflects the general perception about marketing. All participants seem to agree that a product of good quality would become popular through word of mouth. Moreover, it needs to be understood that the strategy to use the notion of anti-consumerism to appear cool appears to bear no significance, at least for the Turkish anti-consumerists themselves.
When the answers to the research questions are analyzed, it can be inferred that anti-consumerists form a qualified group for public and civil society institutions and that with their heightened awareness and ethical values, these individuals are key players in improving problematic areas in society. In developing countries such as Turkey, all organizers and administrators, especially the state governors, should fulfill their responsibilities regarding issues anti-consumerists complain about such as waste, overconsumption, debt, and income inequality, thus striving to form ethical, sustainable and productive systems. This point of view is especially important to the brain drain of conscientious people like anti-consumerists who prioritize personal and societal development and care about social problems towards relatively more developed countries. If the dominant sociocultural attitudes, financial situation, and administrative structures have properties that support the anti-consumerist state of mind, it will mean that anti-consumerists and others will allocate more resources for good-quality products, personal development, and hedonistic needs. This would result in not only an increase in prosperity and contentment in society, but would also make it possible for country statistics to improve in a sustainable way.
The continuation of the said research with a quantitative research methodology could provide additional information for experts wishing to work on the issue of anti-consumerism. A scale created during the research process is presented in Figure 3 . This sample scale and others may provide a detailed behavioral panorama of anti-consumerist behavior for additional research activities. An important detail to take into account during qualitative research is the need for scrutinizing the anti-consumerist credentials of each potential participant to make sure that they fit the criteria. Only if the participants meet the consumption criteria will the application of a quantitative methodology yield realistic results. Diversity in typology may be achieved by conducting further qualitative and quantitative research. Additionally, the model aimed to explain the transformation, goals and behavior of urban anti-consumerists could be further enriched by the inclusion of voluntary simplifiers dwelling in the countryside. As these individuals lead a life of maximum isolation from the marketing system and urban lifestyles, additional data provided by them could provide an opportunity to understand and explain the concept Vol. 8, No. 5; 2016 
